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THE REGIONAL MUNICIPALITY OF HAMILTON-WENTWORTH 


Economic Development Department Mailing Address: 
119 King Street West, 15th floor P.O. Box 910, Hamilton, Ontario 
Hamilton, Ontario, Canada : L8N 3V9 
Industrial Development Convention and Tourism (416) 526-4222 - Canada 


Toronto Direct 694-5732 
Telex No. 061-8466 


Refer to File No. 


February 3, 1987 


Attention of 


Your File No 


MEMORANDUM NO. 611 


TO: Chairman and Members 
Economic Development and Planning Committee 


RE: 1987 Work Programme and Marketing Plan 


BACKGROUND : 


In 1986, your Committee approved the Economic Strategy entitled 
"Building on Strength - Realizing Opportunity" and eTOUrL Sm in 


Hamilton-Wentworth - A Programme for Economic Growth". In 

@ addition, a new advertising agency, Olynyk, King and Duda, was. 
selected. 
DISCUSSION: 


The Work Programmes being presented for the Business Development 
Division and the Tourism and Conventions Division reflect the 
respective strategy reports. The Advertising Programme has been 
designed by the agency to fit with the work programmes and to 
integrate the identification of these two programmes for maximum 
impact. 


The 1987 Budget package is scheduled for presentation to Regional 
Council for consideration andapproval on April 12, 1987. To 
delay launching the advertising and promotion campaign until 
final budget approval would result in some 3 to 4 months being 
lost. In order to minimize the delay, it is requested that 
Committee and Council approve the advertising presentation up 

to the preparation of camera-ready art work at this time so that 
the new design and identity may be used as soon as possible. 


ESTIMATED COSTS: 
Staff, together with staff of the advertising agency, have 


= developed an advertising and promotion budget. The detailed 
departmental budget is currently being prepared. However, in 


Rete 


order to assist the Committee in its consideration of the 
Advertising Programme, reasonably accurate estimates have been 
put together and are shown in the attachment. These estimates, 
with refinements, together with any adjustments as a result of 
today's review, will be the basis for the final budget. 


In 1986 the budget for Business Development was $1,181,000. The 
proposal presented here for 1987 would be $1,490,000., including 
new positions and increased advertising expenditures. 


In 1986 the budget for Tourism and Conventions was $326,800. and 
$197,700. respectively. The proposed 1987 totals would be 
$543,000. and $443,000. 


RECOMMENDATION: 


l. That the Work Programmes for Economic Development be approved 
and staff directed to prepare the appropriate budget. 


2. That the Department be authorized to proceed with the develop- 
.ment of all creative production for ads, brochures and folders, 
etc., up to the point of camera ready art work and film, but 
not printing and media placement, to an amount not exceeding 
271,000), 


As submitted 


2D.) Looms 
Acting Director 
Economic Development 
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REGIONAL MUNICIPALITY OF HAMILTON-WENTWORTH 


1987 MARKETING PLAN 


TOURISM AND CONVENTIONS 


INTRODUCTION € 


The 1987 program for Tourism and Conventions represents a significant 
committment by the Region to provide support for this important area. 
The recognition that Tourism and Conventions can have a major impact on 
the economic growth of the Region is of vital importance if the program 
is to be successful. The committment to increase staff, budgets and 
resources is the first step in a long term program. This committment 
was evidenced by Regional Councils'approval of the Tourism Strategy Study. 
The 1987 seed will focus on obtaining short term results, as well as 
building for the future. 

The overall strategy will be to increase awareness of the Region 
as a Tourist and Convention destination, a to develop that awareness 
into tangible results. : € 

All communications will convey positive reasons for visiting, or 
planning a convention in the Region, to differentiate the area from 
competitors and build from strength. 

In past years, the level of committment by the Region with regards 
to manpower and budgets has not kept pace with competetive activities or 
recognized the potential of this key area. 

The Tourism Master Plan recognized this and recommended that the 
Region increase its stat eona budget committment. 

The marketing strategy focuses on the areas that would have the 
greatest potential for return investment. This includes the Motorcoach 
industry, the Northeastern U.S.A. border states, Ontario associations 


and the extended local markets. 


Whenever possible, co-operative acvertising will be encouraged to 
extend the peren and impact of the campaign. It is imperative however, 
that the Region demonstrate 4 leacership and an initiative to the local 
market to gain support. 

All phases of the camzaign will be tied together with business 


development to provide the required synergy. 


CONTENTS 


MARKETING PLAN CONTENTS 


The 1987 Tourism and Conventions marketing plan has been prepared in 
a consise ee to address the needs of each area- Each section contains 
overall as well as specific objectives; strategies, rationale and budget 
allocations. 


Specific media schedules and planned marketplaces are also included. 


Tourism Section 


jour. Ss? ——————- 


1) Overall Objectives Page___ 
2) Advertising and Promotion Page 
3). Support Materials Page 
4) Direct Sales Support Page___ 
5) Market Places ee Page. 
6) Special Opportunities/Co-oP Page__ 
1) Potential Grants Page__ 


8) Administration 


Conventions Section 


1) Overall Objectives Page 
2) Advertising and Promotion Page 
3) Support Materials Page___ 
4) Direct Sales Support Page 
5) Market Places Page__ 
6) Potential Grants” Page___ 
52) Administration Page___ 


Tourism_and Conventions 


Tourisa ant 


1) Critical Path Page 


TOURISM SECT-ON 


OVERALL OBJECT=VES 


Tourism Section 


Overall Objectives 


The overall marketing objective for 1987 is to develop programs that 
will create positive awareness of the Regions attractions, events, and 
hospitality sector, and convert the awareness into increased Tourism 
visitations, expenditures and length of stay. The campaign will be measured 
by traffic at tourist information booths, coupon redemption and overall 


visitor increases. 


_ Target Group 

1) The emphasis of the campaign will be placed on fanilies with children, 

- seniors, young adults, and Motorcoach Travel trade as identified in the: 
Tourism Master Plan (Appendix Gly) 

2) The geographic emphasis of the campaign will be placed primarily on 
Southwestern Ontario, Northeast S.A. and the extended local market as 
identified in the Tourism Master Plan (Appendix Goa) | 

3) The timing of the campaign will be year round, with emphasis depending 


on the specific target group addressed. 


1982 
1983 
1984 


1985 


1982 
1983 
1984 


1985 


EXHIBIT I 
‘TOURISM 
POTENTIAL TARGET MARKETS SIZE 
A potential for the Region is the US. 


population. that enters Ontario by ground transportation. 


YUMBER OF U.S. RESIDENTS AROUND ONTARIO 
BY AUTOMOBILE . . 


One Day or Less ; More Than One Night 
178707312 4 faoseoo 
14,744,083 4,830,659 
14,924,687 Stl So 

| 15,353,278 4,933,837 7 


NUMBER OF U.S. RESIDENTS 
ENTERING ONTARIO BY BUS 


: 577,196 351,736 
621,019 394,324 
666,137 443,838 
677,893 434,241 


Source - Statistics Canada- Tourism Ontario Marketinz Plan 


Tourism Section 


Advertising anc Promotion 


Objectives 
Three main areas have been identified to receive support in 1987. 
1) Trade adyeeeisine divected primarily to the Motorcoach industry. 
2) Extended local market advertising and. promotion to encourage atte-dance 
at Gee ae and Events. 
3) Advertising -and Promotion in the Northeast U.S.A. and Southwester= 
Ontario marxets to encourage visitations to the Region, both day crip 


and longer term. 


In all cases, the advertising and promotion will provide: tangibl= 


reasons that will differentiate the Region from competition. 


£ 
eee Yr SG & 


Advertising and Promotion 


Strategy 


The strategy for this section has been split to address the three 


distinct target markets. 


1) 


2) 


=) 


Trade Advertising - Develop a four colour nagaztne ad that will be 
placed in essential travel industry journals (See Exhibit II). The 
creative will focus on selling the Region as a viable destination that 
offers exceptional value for the tour operation and their Bienes 
Extended Local Market - Develop a radio and exterior transit campaign 
designed to increase awareness of attractions and events among residents 
of the target area as well: as visitors to the Region (Exhibit IV details 


the schedule and rationale behind the media selection.) 


‘Northeast U.S.A and Southwestern Ontario - Develop a series of vevapane ll? 


Northeast U.S.A and 20U ge 


ads that will be placed in major daily newspapers in selected markets 

that are deemed boinave the greatest potential (See Exhibit El) 

This campaign will run curing the Spring and early summer to reach potential 
tourists during the vacation decision making process. The creative will focus 
on the wide variety of attractions and events in the Region, as well as 

the hospitality industry. All ads will clearly indicate the inherent 

value in a Canadian vacation in the Region. It is also recommended that an 
incoming Watts line be contracted for to aid potential visitors and ene travé 
trade in planning vacations. The number will be featured in all advertiseme: 
and the costs will be closely monitored to not exceed a set budget. aie maggie, 


reason, the number will not be featured on any brochures or materials that 


have an extended life. eG 


Tourism Section 
Advertising and Promotion 


Rationale 


The recommended program for Tourism Advertising and promotion 
represents an increased committment to ae area. This increased expenditure 
was clearly identified as a priority in the Tourism Master Plan. The 
media that has been recommended represents the most efficient use of funds 
to achieve the objectives. Complete rationale for the media selection is 
included in the enclosed exhibits. 

The recommended campaign has been planned on a consistent basis, to 
achieve the objectives. Additional funds required for supplementing special 
events should be addressed on an individual basis (Such as Festitalia, 


Mardi Gras etc., that recieve regional grants). 


TOURISM | = oS 


ADVERTISING :ND PROMOTION 


BUDGET ALLOC:TIONS 


1987 1986 
Trade Advertising *12,000 
Extended Locel Market *25 ,000 42,500 
Northeast U.S.A. and Southwestern Ontario ‘ 78,000 
$115,000 42.500 
The increased advertising and promotion was identified as a crucial €: 


element in tke Tourism Master Plan. (Page 6.9). The Tourism Master: Plan 
recommended én increased funding of $107,000, to be used for this zrea and 
for sales suzz0rt materials. $69,500 out of the -total $107,000 ré:ommended 


has been allczated to this section 


* Potential Provincial Government Supplements (See Potential Grants Section) 


EXHIBIT It 
TOURISM 
TRADE ADVERTISING 
MEDIA SCHEDULE 


Magazines have been recommended for cnis portion Of the cassalen for the 
following reasons. 
1) The ability to target specific groups such as the Motorcoacr. Industry. 
2) The use of colour which will help create a positive image fcr the 


Region. 


This schedule is intended to supplement the Direct Sales Su2port and 


Market places program. 


Publication Ad Size Frequency Canz-ian Cost 
Destinations (U.S) 1 Page 4 Col. 2 eae 
Bus Tours Magazine(U.S.) 1 Page 4 Col. Ae 36 20 
Ontario Motor Coach 1 Page 4 Col. L Re Pe, 


Association Directory 


Leisureways 1 Page 4 Col. l 5,96) 


EXHIBIT III & 


TOURISM 
LOCAL AND EXTENDED MARKET 


LOCAL ANY 64.0 


MEDIA SCHEDULE 


A combination of radio, and exterior transit is recommended for tnis 


portion of the campaign for the following reasons. 


Radio 

1) Local Radio Stations can provide reach of the Region, as well as én 
extended market ereat 

2.) Radio allows the ability to develop a freqdeney: € 

3) Radio is also an influence on visitors who are in the Region. 


4) Radio allows for a long campaign duration. 


Exterior Transit 
1) The high weekly reach and frequency that can be developed. 
2) The high exposure to residents, and to visitors. 


3) The relatively low cost allows the campaign span a long period. 


Medium Frequency Timing Total Cost 
Radio (30's) 50/Week May, June, July 12,590 
(Split between 3 (10 Weeks) 
Stations) 
Exterior Transit 30 Boards . May, June, July 


9,090 
(3 Months) J 


EXHIBIT IV 
TOURISM 
U.S.A. AND SOUTHERN ONTARIO 


MEDIA SCHEDULE 


Daily newspapers have been recommended for this portion of the 


campaign for the following reasons. 


1) The ability to reach specific targetted markets. 
2) The relatively inexpensive production costs as opposed to other media. 
3) The ability to target in travel sections. 


4) .The ability to visually depict attributes of the Region. 


Paper/ : Total 

Market Circulation Ad Size Frequency Timing Cost 

(Canad 

Buffalo Evening News 220 lines 5x May/June ial 
(374,000) 

Rochester Democrat 220 lines x May/June POR 2 
(244,000) 

Detroit News 220 lines Sx May/June 22505 
(861,000) 

Syracuse Herald 220 lines 5x May/June vane 
(233 ,000) 

Cleveland Plain Dealer 220 lines Sx May/June 1352) 
(497 ,000) 

London Free Press 220 lines 5x May/June 200 

oe: (128,000) 

Windsor Star 220 lines 5x May/June 243 

(87,000) “501 

; 3, 06 


*Grant to Festival Country 
** Incoming Watts Line 


220 lines = 6 7/16 x 5 1/4 


* In past years, due to limited staff and budgets, it was beneficial 
to utilize festival country. Now that increasing budgets and manpower 
are being considered, a reduction in this grant is in order. 


*# Michigan, Ohio, Pennsylvania, New York, All Ontario except Thunder 


Bay. 


OVERALL ADVERTISING AND PROMOTION 


UN ORAL Oe 


Trade Advertising 
Extended Local Market 


| U.S.A. and Southwestern 


Ontario 


Exhibit V 


SUMMARY 


TOURISM 


25 ,000 


7 8,000 


U.S. and Canadian 


Trade Publciations 


Radio, Transit and 


Special Opportunities 


Selected Newspapers 


TOURISM 


SUPPORT MATERIALS - 


Tourism 
SUPPORT MATERIALS 
SRUSCLLVES 

The primary objec 


all inclusive brochure 


and many ammenities in 


tive of the Support Material program is to create an 
that will portray the Regions attractions, events 


an attractive, easy to use format. 


TOURISM 
SUPPORT MATERIALS 
STRATEGY 


Le elt is recommended that an all inclusive brochure be created, 
including the following items. 
a) An overview of the Region highlighting natural attributes. 
b) All tourist attractions will be clearly identified and pictured 
where possible. 

—c¢) A detailed attractive, easy to read map that indicates the 
geographical location esr aeery including approximate travel 
eer Betuesh them. 

d) A calendar of annual, regularly scheduled events. 
e) A detailed listing of all services, including police, hospitals, 
etc. 
2) It is recommended that a large quantity (200,000) of these brochures 
be distributed via; 
a) Tourism booths and outlets. 
b) Trade distribution. : 
c) -Shows and marketplaces. 
d) Conventions. 
e) Local distribution. 
The brochures wiil be produced in both English (350,000) and French 


(50,000). 


TOURISM 
SUPPORT MATERIALS 


RATIONALE 


The need for an all inclusive, high quality Tourism brochzre hes 
been identified eS primary objective. The creation of such 2 brochure 
will eliminate the possibility of attractions not being represented in 
tourism presentations, due to lack Be available material. 

An all inclusive brochure will also make it easy for tour-sts and 
the trade to plan activities and to stimulate longer stay pericds. 

The large quantities of brochures are recommended for the quLcipLe 
lises that are required. The printing of a large quantity in vear one will 
also help reduce the cost per unit, hia some costs can be amorzized over 


a two year period. is "9 


TOURISM 


SUPPORT MATERIALS 


BUDGET ALLOCATIONS 


1987 1986 
400,000 Tourism Brochures 80 , 000 9,000 


The Tourism Master Plan clearly identified that the current brochures 
were out of date, and lacking in effectiveness. The Master Plan 
eee oerenice an additional $30,000 be added in year I, and $40,000 in 
years 2 and 3. This budget takes into account the three year recommended ~ 
costs, as tne recommended brochure would have a minimum three vear 


effectiveness. 


TOURISM 


DIRECT SALES SUPPORT 


TOURISM 


DIRECT SALES SUPPORT 


- OBJECTIVES 


The Direct Sales Support program provides physical tools to aid 
to the Visitors and Conventions staff in their direct sales efforts at 


tourism booths, marketplaces, and in personal meetings. 


TOURISM 


DIRECT SALES SUPPORT 


STRATEGY 


9) 


10) 


The following items are recommended. 

An updated Audio Visual presentation. 

An updated Trade Show display. 

An updated presentation kit. 

Uniforms for staff and seasonal support. 

Hiring of seasonal support staff for tourism booths. 


6 


Implementation of familiarization tours ‘for tour operators. © 


Memberships in appropriate associations. 

Hotel Lobby displays, and upgrading of existing Tourist booths. 
Newsletter. 

Ad Production. 


These items are in addition to the new tourist booth creation 


program recommended in the Tourism Master Plan. 


(P 


TOURISM 


DIRECT SALES SUPPORT 
RATIONALE 


The list of items described in the strategy are all recommended to 
provide staff with necessary tools to generate increased Tourism expenditures. 

These items have been utilized in the past, and now need upgrading 
to keep pace and reflect recent Region improvements in the increasingly 
competitive tourism industry. 

These items were recommended in the Tourism Master Plan on pages 5./ 


and 5.6. 


TOURISM 


DIRECT SALES SUPPORT 


BUDGET ALLOCATIONS 


Audio Visual Presentation | 

Trade Show Display (Tourism only) 
Presentation Kit 

Uniforms 

Volunteer/Temporary Help 

- Familiarization Tours 

Memberships 

Lobby Displays 

Newsletter | 

Advertising Production 


* Potential Grants Available 


‘The Tourism Master Plan identified the need for an additional 


25,000 for this area (page 6.11). 


1987 


10,000 
7,500 
2,000 
3,000 

*30 , 000 

10,000 

3,000 
7,000 


3,000 
15,000 


90,500 


1986 


32,500 


~OURISM 


TRAVEL MiRKET PLACES 


TOURISM 


TRAVEL MARKET PLACES 
OBJECTIVES 


The Travel Marketplaces program provides an opportunity to increase 
“awareness of the Regions attractions and events among individual consumers, 
tour operators and travel industry professionals. The primary objective 
of attending these marketplaces isto peers leads and contacts from prospec 


that have the greatest potential. ‘ 2 


TOURISM 


TRAVEL M:rKETPLACES 
STRATEGY 


1) To attend consumer travel shows where a staffed booth is =xhibited and 
promotional materiels distributed. | 

2) To attend travel isdustry marketplaces to promote the Re¢ions 
attrections by interviews, appointments and/or display bc:ths. 

3) Post narketplaces cualification and follow up on ongoing jasis 


with contacts and _eads generated “during the shows. 


The attendance at these shows must present the Region as an 
exciting destination with something to offer all of our potercial <arget 
groups. The use of ths recommended Direct Sales Support materials is 
crucial to the success of the program. A complete list of shsws ts be 


attended is included is Exhibit VD). 


TOURISM 


TRAVEL MARKETPLACES 


RATIONALE 


The presence at Travel Marketplaces is necessary to firstly increase 
awareness, and secondly to generate Pecee The presentation of the 
Region through highly creative, attractive booths, audio visuals, 
presentation packages, etc., is important to gain the confidence of 


the Travel industry. 


TOURISM 


TRAVEL. MARKETPLACES 


BUDGET :LLOCATIONS 


1987 1986 
Travel and Space Rental *30 000 14,500 


30,000 14,500 


* Potential Grants Available (See Potential Grants Section) 


February 
6-7 
Feb-TBD 
March 


1-4 


12-14 


24-26 


August. 
September 
25-27 


October 


November 


Capitol Tour & Travel Pair, 


London England Travel Promotion 


Michigan Spring Product Launch 
Canadian Consulate Marketplaces, 
Dearborn (Consumer ) 

Dearborn, Grand Rapids & Flint 
(Travel Trade) 


Hudson Valley Travel Expo '87 
Suffern, N.Y. (Tour Operators 
and Group leaders) 


New York Spring Marketplace 
(Canadian Consulate) 
Buffalo, Rochester, Syracuse 
(Travel Trade) 


Attractions Ontario-London 


The Travel & Leisure Show 
Mississauga, Ontario (Consumer ) 


Rendez-vous Canada, Winnipeg, 
Manitoba (Travel Trade) 


Hamilton Day at Shortline Bus 
Co. Binghamton, N.Y. (Travel Trade) 


Hamilton Day at the C.N.E. 


London Free Press Travel Show 
London, Ontario (Consumer ) 


Tourism Canada Fall Marketplaces 
(Travel trade), Buffalo, Rochester, 
Syracuse 


TOURISM 
SPECIAL OPPORTUNITLES/CO-OP SUPPORT 


A number of special opportunities are available to be considered in 
the 1987 plan. The opportunities require a level of committment from 


both the Region and Private sector attractions. 


Examples 


1) Hoofbeats Magazine - Breeeal magazine geared to the harness racing 
industry. 8 page insert in the April, May, June issues. 
Total circulation 30 ,000/issue 
Region share of cost $4,500 


Includes editorial plus page 2 colour in each issue. 


2) U.S. Tourism supplement in Buffalo Evening News. 


Involves a high level of committment among Regional attractions. 


Cost TBD. 


TOURISM 


POTENTIAL GRANTS 


TOURIS 
POTENTIAL GRANTS (FEDERAL AND PROVINCIAL) 
\ number of areas that have been recommended are eligible for 


potential grants or supplementation. Application will be made by the 


Econonic Development Department. 


Seasonal/Temporary Employment Up to 50% 
Tourisa Travel and Space rental Up to 104. 
Tourisa Media _ Potential to be Supplemented 


with additional ads. 


TOURISM 


ADMINISTRATION 


CONVENTIONS 


OVERALL OBJECTIVES 


CONVENTIONS 


OVERALL OBJECTIVES 


The overall objectives of the Conventions program have been 
defined as poltaes! 
1) To solicit new conventions and service committed ones. 
2) To secure a larger share of the total Convention and meetings 


market. 


Target Group ; © 


1) Senior executives, association directors and meeting planners 
who are responsible for planning meetings and conventions. 
2) The primary thrust of the campaign will be to provincial associations. 


3) The local market is also to receive support. 


CONVENTIONS 


ADVERTISING AND PROMOTION 


CONVENTIONS 


ADVERTISING AND PROMOTION 


OBJECTIVES 


The advertising and promotion portion of the Conventions program 


has been developed to meet the following objectives. 


1) 


2) 


To increase awareness among the defined target group of the Region 


_ as a viable tonvention and meeting destination. 


Three clearly defined targets have been identified to receive © 
advertising support in 1987s. | 

a) The provincial market. 

b) The local market. 

c) National 

Emphasis will. be placed on the Health care, Educational and Service 
industries. This is due to the leading Health Care and Educational 
facilities that are located in the Region. The number of conferences 


in these three areas outnumber other conventions. 


CONVENTIONS 


ADVERTISING AND PROMOTION 


STRATEGY 


The strategic approach to each of the three identified targecs 


is as follows. 


1) 


2) 


3) 


Provincial - Create an advertisement that will de placed ic 


publications that reach the identified. target oz Associaticns, 
and meeting planners in the Drovince. This camoaign will run in 
selected trade magazines (Exnibit VI), With the majority of the 
head offices and Association offices located in foronto; thzs 


market will also be addressed through the Globe and Mail (ixhibit vy 


Local - The main thrust of tris portion of the campaign wi-- be 


in the Spectator and selecte: local magazines. This campaiizn will 
serve to provide local memsers of provincial or national associations 
who reside in the Region with information to help them influence 
their conventions or meetings to be held here. The 

creative thrust would feature prominent business people who have 
helped to achieve this in the past, and provide incentive. A 


media schedule is provided in Exhibit VI. 


National - Utilize similar creative to that being recommenced for 


the provincial campaign to influence national associations <o 


look at the Region as a cenvention destination. The campaiia will 


CONVENTIONS 


ADVERTISING AND PROMOTION 
RATIONALE 


The majority of the budget for 1987 has been directed to the 
Provincial and local market. Studies have shown that Provincial 
Associations account for the prantear share of conventions held in 
Qntario. The local hospitality industry strongly agrees. Within 
the limited budget, this market jereea the most pamendaee and sub= 
stantial return on investment. The economic report Building on 
Strength, also identified the Health Care, rdueationameand Service 


industries as key factors in economic growth. 


CONVENTIONS 
ADVERTISING AND PROMOTION 


BUDGET ALLOCATIONS 


1987 ; 1986 
Provincial 15,000 ENS) 
Local 26 , 000 = 
National mn 16,000 11,069 
57 , 000 13,100 


The Tourism Master Plan identified the need for an additicaal 
107,000 to be committed to media advertising for Tourism and Ceaventions 


$64,500 has been allocated to Tourism, with the remaining OS) a 


allocated to Conventions as detailed above. 


Exhibit V 


OVERALL ADVERTISING AND PROMOTION 


SUMMARY 
SONVENTIONS 
3 
Local Market 26,000 Newspaper and Magazines 
National and U.S.A. 16,000 Association and Convent- 
Magazines 
Provincial Market 15,000 Selected Trade 
Magazines 


EXHIBeED of 


PROVINCIAL MEDI: CAMPAIGN 


ds SSS 


CONVENTICNS 


Magazines have been recommended for this portion of the campaign, 
for the following reasons; 

The ability to reach the defined target groups with the minimum 
amount of waste. 

It is recommended that the bulk cf the campaign be in a special 
16 page feature in Meeting Ontario. This publication is produced 
quarterly by the Ontario Convention azd Visitors Association, and is 


circulated to 3000 meeting planners wno have interest in Ontario. 


Publication —~ ‘ Details Timing a 
Meeting Ontario 16 page featzre TBD 9000 
Meeting Ontario 1 Page B&W 3x 900 
Physicians Guide for + Page Isl. 2x 3200 
Travel & Meetings 

Educational Digest 4 Page Isl. 2x 2860 


15,960 


* Includes Writing and Production of :5 page feature. 


It is recommended that a combinat-on of mag 


Exhibie 


om 


CONVENTICSS 


LOCAL MEDIA C:MPAIGN 


be utilized for this section of the pr-gram. 


MAGAZINES provide the ability to 


upscale consumer audience with a high 


NEWSPAPERS provide a high reach c= the total market, 


concentrating the campaign in tHe business section, 


audience. 


Publication/Circulation 


SE 


Hamilton Report 
C17, 500) 


Panorama 
€2°,500)) 


Lets Talk Business 
(15,000) 


Hamilton This Month 
(40,000) 


Hamilton Cue 
(40,000) 


Spectator 
(143,000) 


Ad Size 


1 Page B&W 
1 Page B&W 
1 Page B&W 
1 Page B&W 
1 Page B&W 


200 Lines 


Frequency 


4x 


4x 


ab 


3x 


3x 


2x 


Timing 


Quarterly 


Quarterly 


TBD 


‘TBD 


TBD 


Monthly 


azines and newspapers 


-each a business audience or an 
sercentage of business people. 
and by 


a further qualified 


5960 


1400 


£530 


6400 


4410 


Exmipai te vend 
CONVENTIONS 


NATIONAL MEDIA CAMPAIGN 


The recommended media for the national (including U,S.A) program 

is magazines. 

1) Magazines offer the opportunity to target directly to a qualified 
audience. 

2) The use of colour will enable the Région to be depicted in an exciting, 


professional manner. 


Publication / Ad Size Frequency Timing Cost. 

Circulation } (Canadian 
‘ Canadian Associations 1 Page 4 col. 3x Lge Dis. o725 

; (3,250) 

Conventions and Meeting 1 Page 4 col. palaler Anaual 

Canada (10,871) (July) 2352 

Medical Meetings (U.S.) 1 Page 4 col. 2x Canadian 9044 

(15,649) Editions 


$16,101 


CONVENTIONS 


SUPPORT MATER=ALS 


CONVENTIONS 


SUPPORT MATERIALS 
OBJECTIVES 


The primary objective of this area is to provide material to 
aid the visitors and convention staff in depicting the attributes 
of the Region, Convention and meeting facilities, to prospective 
“cLiénts. 

The creation of a promotional Srochure/ folder is the primary 
recommended vehicle. 

This brochure/folder must have flexibility to allow the hospitality 
industry to present their specific facilities in conjunction with che 


overall Regional presentation. 


CONVENTIONS 


SUPPORT MATERIALS 
STRATEGY 


It is recommended that a comprehensive brochure /folder be 
produced that will incorporate the following. 
1) An overview of the Region on the cover, depicting items of 
Rar ciemae interest to Convention and meeting planners. 
2) A detailed description of the facilities, accomodations, support € 
services and attractions that are available for convention and 
meeting attendees. 
3) Srlexi bility. co allow any facility or the Tourism division to 


include their own material. 


CONVENTIONS 


SUPPORT MATERIALS 
RATIONALE 


The creation of one new comprehensive brochure/folder will present 
prospective clients with an indepth, all inclusive view of what what 
the Regior has to offer. The flexibility of the piece is crucial to 
presenting individual facilities that would be required by 4 specific 
Seah eee This type of promotion piece would in effect orier 


prospective clients "one stop shopping”. 


CONVENTIONS 


SUPPORT MATERIALS 


BUDGEI ALLOCATIONS 


Brochure/Folder 


{937 


1986 


7,600 


CONVENTIONS 


DIRECT SALES SUPPORT 


CONVENTIONS 


DIRECT SALES SUPPORT 


OBJECTIVES 


This portion of the program provides staff with the necessary 
physical tools to aid them in selling the Region as a Convention 
destination at marketzlaces, conventions and through personal 
contacts. 


A second objective is to provide staff promotional backup and 


resources to aid their sales efforts with regards to familiarization ue 


tours and convention bidding. 


CONVENTIONS 


DIRECT SALES SUPPORT 


STRATEGY 


1) 
a) 
3) 
4) 
=) 
6) 
7) 
8) 
9) 
10) 


ry) 


12), 


i.) 


It is recommended that the following be implemented in 1987. 
Production of a new Audio Visual. 
Upgrading of the existing display booth. (In conjunction with Business 
Development ) 
Production of promotional items. (Pins, ties etc.) (With Business 
Development ) 
Production of banners, delegate badges. 

Implementation of Convention monitoring research and data aquisition. 
Production of support summary folder. 
Production of a newsletter. 

Implementation of promotional showcases. 


Provision for Convention bidding. 


Provision for Convention building. 


-Provision for the Site Inspections. 


Memberships and Sunscriptions. 


4d Production. 


CONVENTIONS 


DIRECT £:LES SUPPORT 


RATIONAL= 


The production and availabilty of the physical tools ( A/V, 
Display dooth, Promotional items, etc.) will allow for presentation 
of the zegion and its facilities in a professional manner. This is 
; extreme. important when dealing with the Conventions and meeting 


market. 


The implementation of promotional showcases, where the Region eS 
would hcst the event allows for direct selling to a captive audience, 
on the 2egions' terms. 

Prevision must be made for convention building, bidding and Site 
Inspectizas, particularly with regards to the larzer conventions where 
the ecoromic benefits to the Region can be substantial. 

The inclusion of these budgets will eliminate any shortfalls that 
would be created by having to address the needs for funds on an 
individual basis. 

A 311 list of the proposed promotional showcases is detailed 


in Exhibie Vit 


o 


CONVENTIONS 


. DIRECT SALES SUPPORT 


BUDGET ALLOCATIONS 


Audio Visual 


Promotional Items 

Banners, Delegate Bacges 
Convention Monitoring Research 
Support Summary Folder 
Newsletter 

Promotional Showcases 
Convention Bidding 
Convention Building 

Site Inspections 

Membership and Subscriptions 
Ad Production 


* Potential Grants Available TOTAL 


(See Potential Grants Section) 


' Upgrading Display Booth(With Business Development) 


1987 


10,000 
7,500 
5,000 
4,000 

~ 7,000 
2,000 
3,000 

30 ,000 

#20 ,000 

10,000 

#20 ,000 


3,000 


15,000 


136,500 


1986 


CONVENTIONS 


MARKETPLACES . 


CONVENTIONS 


MARKETPLACES 


OBJECTIVES 


The primary objectives of attending Convention marketplaces is to 
provide staff with the opportunity to generate leads and contacts from 
a qualified target group. The attendance at Marketplaces must be backed up 
sufficient quantities of professionally produced Direct Sales Support 


Materials. 


CONVENTIONS 


MARKETPLACES 
STRATEGY 


The strategy for this area is to attend marketolaces that would 
have the greatest potential return on investment. ( A full list of 
planned marketplaces is included in Exhibit VII). 


The production of an audio visual presentation and an upgradec 


_display bosth is crucial to the Regions presentation in this highly € 
competitive market. 

The bsoth should be staffed by at least one person, with additional 
staff addez as the need, size and scope of individual marketplaces 


dictate. 


CONVENTIONS 


MARKETPLACES 


RATIONALE 


The atcendance at marketpleces is a major factor in attracting conventions 
and meetings to the Region. The awareness that yill be generated by the 


media campaign can be converted into concrete leads and contacts. 


' The marketp.aces also provide an opportunity to develop mailing lists 


to be used for post marketplace follow-up. 
The prcfessional presentation of the Region is important to gain 


the confidezze of convention organizers and planners. 


CONVENTIONS 


MARKETPLACES 


BUDGET ALLOCATIONS 


Booth Rental and Travel 


' Booth Shipping and Upgraded Visuals 


* Potential Grants Available 


1987 


1986 


11,400 


CONVENTION MARKETPLACES 1987 


CONFIRMED 

Canada Calling Marketplaces 

l Chicago - February 19, 1987 
New York - March 3, 1987 

2 American Society of Association 
Executives, Anaheim, - March 21-25 
1987 

3 ' A.S.A.E. East-Central Conference 
Grand Rapids, Michigan 
May 20-22, 1987 

4 . Meeting Planners’ International 
Winnipeg - June 7-10, 1987 

5 Institute of Association 

; Executives, St. John, New 

Brunswick, August 9-12, 1987 

6 Ontario Association of Convention 
Bureaux, November, T.B.A. 

7 International Association of Convention 
& Visitors bureau July 19-23, T.B.A. 

POSSIBLE 


i Insurance Conference Planners 
Association - Desert Springs 
November 3-4, 1987 


HAMILTON-WENTWORTH CONVENTION SERVICES HOST RECEPTIONS 


Toronto x 2 
Ottawa x l 


CONVENTIONS 


POTENTIAL GRANTS (FEDE=AL AND PROVINCIAL) 


There are a number of areas that are eligible for potential 


grants and supplementazion in the conventions program. 


Advertising and Promotion _ Possible Supplement (Additx 
; Ads) 
Brochure/Folder Possible Assistance (Creat: 
Making Production) | € 
Marketplaces Up to 30% on Booth Rent. 
Convention Bidding and 5ite Inspections Possible Assistance 


CONVENTIONS 


ADMINISTRATION 


TOURISM AND CONVENTIONS 


CRITICAL PATH 


TOURISM AND CONVENTIONS 
CRITICAL PATH 


The complete program laid out for Tourism and Conventions in 1987 
will require an intense effort to complete. The critical path detailed 
on the following pages indicate the approval date required to meet the 
tentative implementation dates. It is important that approvels be 


given as soon as possible to help ensure the success of the program. 


TOURISM :ND CONVENTIONS 


CRITICAL PATH 


PROGRAM 


TOURISM 


Advertisiag and Promotion 


Advertisenent Production 


Media Schedule - Trade 
- Local 
art OAs 


Support Materials 


Brochure 


Direct Sales Support 


Audio Visual 

Trade Show Display 
Presentation Kit 
Uniforms 

Seasonal Staff 
Familiarization Tours 
Membershids 


Lobby Displays and Upgrading 


Tourist Booths 
Newsletter 


Marketplaces 


Rental and Travel 7 


APPROVAL TO 


PROCEED 
REQUIRED 


Feb. 
Feb. 


apr. 
Apr. 


Feb. 


Feb. 
Feb. 
Feb. 
Feb. 
Feb. 
Feb. 
Feb. 
Feb. 


Feb. 


Feb. 


1/87 
1/37 
15787 
15/87 


1/87 


1/87 
1/87 
1/87 
1/87 
1/87 
LST 
1/87 
1/87 


1/87 


1/87 


TEA GEV E 
IN> _MENTATION 
To Mediz - April 30 


Book Mezia Feb.15/87 
Book Mezia April 15/87 
Book Mezia April 15/87 


Final Frinted Piece Rv 


Agri les-.o0, 


Final Froduct: Maren 30) 
Final, FesduetsApral iy 
Final FooducteApril, 13, 
Final Feiduct April 30) 
Hiring =orsMay. 1/37 
Immediz-2 Immplementat: 
Immediéz2 Immplementat: 
Fingl) 2s sc0yoy 


Final. FroductsApri2 30) 


Immedia:2 Immplementat: 


TOURISM AND CONVENTIONS 
CRITICAL PATH 


PROGRAM 


TOURISM 


Advertising ard Promotion 


Advertisement Production 
Media Schedule - Trade 

- Local 

eet weve 


Support Materials 


. Brochure 


Direct Sales Support 


Audio Visual 

Trade Show Display 
Presentation Kit 

Uniforms 

Seasonal Staff 
Familiarization Tours 
Memberships 

Lobby Displays and Upgrading 
Tourist Booths 

Newsletter 


Marketplaces 


Rental and Travel 


APPROVAL TO 


PROCEED 


Feb. 
Feb. 
Apr. 
Apr. 


Feb. 


Feb. 
Feb. 
Feb. 
Feb. 
Feb. 
Feb. 
Feb. 
Feb. 


Feb. 


Feb. 


REQUIRED 


1/87 
1/87 
15/87 
15/87 


1/87 


1/87 
1/87 
1/87 
1/87 
1/87 
1/87 
1/87 
1/87 


1/87 


1/87 


TENTATIVE 
IMPLMENTATION 


To Media - April 30 
Book Media Feb.15/87 
Book Media April 15/87 
Book Media April 15/87 


Final Printed Piece By 
April 30/87. 


Final Product March 30/87 
Final Product April 15/87 
Final Product April 15/87 
Final Product April 30/87 
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